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A B S T R A C T :  T h e  J o u r n a l  o f A p p l i e d P a c k a g i n g  R e s e a r c h  ( J A P R )  i s  a n  
i n t e r n a t i o n a l  f o r u m  f o r  t h e  d i s s e m i n a t i o n  o f  r e s e a r c h  p a p e r s ,  r e v i e w  
a r t i c l e s ,  t u t o r i a l s  a n d  n e w s  a b o u t  i n n o v a t i v e  o r  e m e r g i n g  t e c h n o l o ­
g i e s  f o r  t h e  p a c k a g i n g  i n d u s t r y .  I n  a n  e f f o r t  t o  i n t r o d u c e  r e s e a r c h  c o n ­
d u c t e d  b y  p a c k a g i n g  s t u d e n t s  t o  t h e  a c a d e m i c s  a n d  i n d u s t r y  p r o f e s ­
s i o n a l s  a n d  t o  p r o v i d e  a n  o u t l e t  f o r  t h e s e  f u t u r e  s t e w a r d s  o f  t h e  
p a c k a g i n g  i n d u s t r y  t o  e x p e r i e n c e  t h e  w o r l d  o f  p u b l i s h i n g ,  J A P R ,  o c ­
c a s i o n a l l y  i n c l u d e s  s u c h  w o r k  i n  i t s  i s s u e s .  
B o t t l e d  w a t e r  i s  d r i n k i n g  w a t e r  p a c k a g e d  g e n e r a l l y  i n  p l a s t i c  b o t t l e s  
a n d  r e g u l a t e d  b y  n a t i o n a l  a n d  l o c a l  a g e n c i e s .  T h e  B e v e r a g e  M a r k e t ­
i n g  C o r p o r a t i o n  d e f i n e s  t h e  b o t t l e d  w a t e r  m a r k e t  s e g m e n t  a s  " r e t a i l  
P E T ,  r e t a i l  b u l k ,  h o m e  a n d  o f f i c e  d e l i v e r y ,  v e n d i n g ,  d o m e s t i c  s p a r k l i n g  
a n d  i m p o r t s "  b u t  e x c l u d i n g  " f l a v o r e d  a n d  e n h a n c e d  w a t e r " .  B o t t l e d  
w a t e r , w i t h a f i f t h  r a n k i n g a m o n g s t a l l b e v e r a g e t y p e s c o n s u m e d i n t h e  
U S  a t  t h e  b e g i n n i n g  o f t h i s  d e c a d e ,  h a s  m o v e d  t o t h e  s e c o n d  s l o t ,  a f t e r  
c a r b o n a t e d  s o f t  d r i n k s ,  i n  2 0 0 8 .  T h i s  h a s  b e e n  a c c o m p a n i e d  b y  t h e  
b o t t l e d  w a t e r  c a t e g o r y  i n c r e a s i n g  i t s  U S  m a r k e t  s h a r e  f r o m  4 . 7  b i l l i o n  
g a l l o n s  t o  1 4 . 1  b i l l i o n  g a l l o n s  a n d  1 5 %  o f  t h e  b e v e r a g e  m a r k e t  s h a r e  
d u r i n g  t h i s  p e r i o d .  T h e  f o l l o w i n g  i s  a  r e s e a r c h  p a p e r  s u b m i t t e d  b y  a  
g r o u p  o f  p a c k a g i n g  s t u d e n t s  a n d  t h e i r  a d v i s o r  a t  C a l i f o r n i a  P o l y t e c h ­
n i c  S t a t e  U n i v e r s i t y ,  S a n  L u i s  O b i s p o ,  C a l i f o r n i a .  T h i s  p a p e r  r e ­
s e a r c h e s  t h e  t r e n d s  o b s e r v e d  i n  t h e  b o t t l e d  w a t e r  i n d u s t r y  g l o b a l l y  
a n d  i n c l u d e s  p a c k a g e  d e s i g n i n g  p a l e t t e s  s u c h  a s  r e t a i l  e n v i r o n m e n t ,  
s h a p e ,  i m a g e r y ,  c o l o r s ,  a n d  s u s t a i n a b i l i t y .  T h i s  r e p o r t  a l s o  i n c l u d e s  
t h e  r e s u l t s  o f  a  s u r v e y  t h a t  h e l p e d  t h e  a u t h o r s '  r a n k  t e n  i n n o v a t i v e  b o t ­
t l e d  w a t e r  s o l u t i o n s .  
1 . 0  T R E N D S  
1 . 1  R e t a i l  E n v i r o n m e n t  
B
O T T L E D  W A T E R  i s  a m o n g  t h e  m o s t  u n i v e r s a l l y  s o l d  c o n s u m e r  
p r o d u c t s  i n  t h e  w o r l d .  T h e  r e t a i l  v e n u e s  f o r  b o t t l e d  w a t e r  i n c l u d e  
• A u t h o r  t o  w h o m  c o r r e s p o n d e n c e  s h o u l d  b e  a d d r e s s e d .  E m a i l :  j a s i n g h @ c a l p o l y . e d u  
J o u r n a l  o f  A p p l i e d  P a c k a g i n g  R e s e a r c h ,  V o l .  3 ,  N o .  3 - J u l y  2 0 0 9  1 2 3  
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Figure 1. Varieties of bottled water. 
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F i g u r e  2 .  R e t a i l  e n v i r o n m e n t .  
g r o c e r y  s t o r e s ,  c o n v e n i e n c e  s t o r e s ,  b u l k  s t o r e s ,  r e s t a u r a n t s ,  a n d  
v e n d i n g  m a c h i n e s ,  a m o n g  o t h e r s .  P o i n t  o f  s a l e  d i s p l a y s  a r e  c o m ­
m o n l y  u s e d ,  a l t h o u g h  b o t t l e d  w a t e r  i s  t y p i c a l l y  d i s p l a y e d  i n  c o o l e r  
c a s e s  n e a r  o t h e r  b e v e r a g e s  s u c h  a s  e n e r g y  d r i n k s ,  s p o r t s  d r i n k s ,  a n d  
s o d a s .  
1 . 2  S h a p e  
T h e  s h a p e  o f  a  b o t t l e d  w a t e r  p a c k a g e  i s  p e r h a p s  t h e  m o s t  n o t i c e a b l e  
a s p e c t .  A l t h o u g h  t h e  s t a n d a r d  b o t t l e  s h a p e  i s  s t i l l  f a i r l y  p r e v a l e n t ,  o t h e r  
f o r m s  s u c h  a s  p o u c h e s  a n d  c a r t o n s  a r e  g a i n i n g  m o m e n t u m .  A d d i t i o n ­
a l l y ,  t h e  s h a p e  o f  t h e  s t a n d a r d  p l a s t i c  b o t t l e  i s  b e i n g  m o d i f i e d  t o  i n c l u d e  
c o m p l e x  c o n t o u r s  a n d  s w i r l s .  
R e s p o n s e  
T h e  o b s e r v e d  t r e n d s  i n  b o t t l e d  w a t e r  p a c k a g e  s h a p e s  a r e  m e a n t  t o  
c a t c h  t h e  e y e  o f  t h e  c o n s u m e r .  A  s l e e k ,  c o n t o u r e d  p l a s t i c  b o t t l e  s e e m s  t o  
b e  a  h i g h l y  d e s i r e d  c o m p o n e n t .  
n " e o  n E O  
n e o  
F i g u r e  3 .  S h a p e .  
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Figure 4. Imagery: mountain scenes/nature scenes/water droplets. 
1.3 Imagery: Mountain SceneslNature SceneslWater Droplets 
The mountain and nature scenes depicted on such well recognized wa­
ter brands as Aquafina and Evian are a common and typical aspect of 
bottled water packages. Also commonly depicted are nature scenes and 
water droplets or snowflakes. 
Response 
The mountain and nature scenes are meant to convey a sense of fresh­
ness, purity, and coldness which many people associate with critical as­
pects of water. The operating assumption behind this nature related im­
agery is that many consumers associate the best water as coming from 
mountain springs and snow runoff. 
1.4 Colors 
Nearly every bottled water package we observed used some form of 
blue, in varying hues. Additional colors observed include white, yellow, 
and gold . 
• 
Figure 5. Colors. 
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F i g u r e  6 .  C l e a r  P a n e l s .  
R e s p o n s e  
T h e  p r e v a l e n c e  o f  v a r y i n g  s h a d e s  o f  b l u e  i n  b o t t l e d  w a t e r  p a c k a g i n g  
s e r v e s  t o  f u r t h e r  c o n v e y  t h e  f e e l i n g  o f  f r e s h n e s s  a n d  p u r i t y .  A d d i t i o n a l l y ,  
t h e  b l u e  c o l o r  h a s  a  s u b l i m i n a l  a s s o c i a t i o n  w i t h  w a t e r  f o r  m a n y  c o n s u m ­
e r s .  O t h e r  c o l o r s  s u c h  a s  w h i t e  a n d  g o l d  a r e  " s o f t "  c o l o r s  i n c l u d e d  t o  
c r e a t e  a n  i n v i t i n g  t o n e .  
1 . 5  C l e a r  P a n e l s  
A n o t h e r  r e a d i l y  o b s e r v a b l e  t r e n d  i n  b o t t l e d  w a t e r  p a c k a g i n g  i s  t h e  u s e  
o f c l e a r  p a n e l s  t o  g i v e  c u s t o m e r s  a  g l i m p s e  o f  t h e  w a t e r  w i t h i n .  T h e  s i z e s  
o f  t h e s e  c l e a r  p a n e l s  v a r y  b y  b r a n d .  
R e s p o n s e  
T h e  u s e  o f  c l e a r  p a n e l s  i s  a n o t h e r  a t t e m p t  b y  t h e  p a c k a g e  d e s i g n e r s  
t o  c o n v e y  p u r i t y  a n d  t o  a s s u r e  t h e  c u s t o m e r  t h a t  t h e y  a r e  p u r c h a s i n g  
n o t h i n g  b u t  w a t e r .  B y  b e i n g  a b l e  t o  s e e  t h r o u g h  t h e  p r o d u c t ,  t h e  c u s ­
t o m e r  i s  m o r e  c e r t a i n  t h a t  t h e r e  i s  n o t h i n g  c o n t a m i n a t i n g  t h e  w a t e r  
w i t h i n .  
1 . 6  S u s t a i n a b i l i t y  
A n o t h e r  o b s e r v a b l e  t r e n d  w i t h i n  b o t t l e d  w a t e r  p a c k a g i n g  i s  t h e  u s e  o f  
m o r e  s u s t a i n a b l e  m a t e r i a l s  a n d  t h e  u s e  o f  p a c k a g i n g  d e s i g n s  w h i c h  u t i ­
I i z e  l e s s  m a t e r i a l .  T h e  u s e  o f  f l e x i b l e  p a c k a g i n g  s u c h  a s  p o u c h e s ,  a s  w e l l  
a s  t h e  u s e  o f  n e w  p l a s t i c  b o t t l e  d e s i g n s ,  r e d u c e s  t h e  r e q u i r e d  a m o u n t  o f  
p l a s t i c  r e s i n  u s e d  p e r  p a c k a g e .  A d d i t i o n a l l y ,  t h e  u s e  o f  m o r e  s u s t a i n a b l e  
m a t e r i a l s  s u c h  a s  p a p e r  ( i n s t e a d  o f o r  i n  c o n j u n c t i o n  w i t h  p l a s t i c )  c a n  b e  
o b s e r v e d  i n  m a n y  n e w e r  p a c k a g e  d e s i g n s .  
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Figure 7. Sustainability. 
Response 
The trend towards sustainability in water bottle packaging can be 
traced to the recent "green" movements of the current socio-economic 
climate, as well as the demonization of plastic in the media and increased 
concern over carbon footprint. With these more sustainable packages, 
consumers feel less guilty about purchasing bottled water because they 
feel that the packaging is less harmful to the environment. 
2.0 TOP TEN BOTTLED WATER PACKAGES 
In order to further discover trends in the water bottle market, the team 
posted a survey online that was taken by 108 people in the San Luis 
Obispo County of California, comprising of 71 % female and 29% male 
respondents. 68% of these respondents were between the ages of21-25 
and 24% were between the ages of 15 to 20. The purchasing habits to­
wards bottled water are described in Figure 8. 
Never 
10% 




2-3 times a month 
32%
Figure 8. The purchasing habits towards bottled water. 
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F i g u r e  9 .  L o c a t i o n s  w h e r e  t h e  r e s p o n d e n t s  m o s t  c o m m o n l y  p u r c h a s e d  b o t t l e d  w a t e r .  
F i g u r e  9  s h o w s  t h e  r e s p o n s e s  t o  l o c a t i o n s  w h e r e  t h e  r e s p o n d e n t s  m o s t  
c o m m o n l y  p u r c h a s e d  b o t t l e d  w a t e r .  
T h e  r e s p o n d e n t s  w e r e  a l s o  a s k e d  t o  r a n k  1 5  d i f f e r e n t  k i n d s  o f  p a c k a g e s  
i n  t h e  o r d e r  o f  p r e f e r e n c e  a n d  t h e  t o p  t e n  p a c k a g e s  a r e  l i s t e d  b e l o w .  
1 .  N a o  
N a o  w a t e r  b o t t l e s  a r e  m a d e  b y  t h e  J u m e i r a h  H o t e l  G r o u p  a n d  d e s i g n e d  
b y  F i g  T r e e .  T h i s  p a c k a g e  i s  u s e d  i n  l u x u r y  h o t e l s  b y  t h e  J u m e i r a h  H o t e l  
( ) B O  I  1 ( " ) . 2
0  
F i g u r e  1 0 .  N a o  w a t e r  b o t t l e s .  
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Group. The bottles are made of glass and have a sleek, new age look 
which appeals to the higher class. The process used to make these bottles 
is the press and blow process. Because these bottles are found in hotels, 
they do not get any bigger than about 12 oz. The target market consists of 
higher class, middle age people who spend a considerable time traveling 
because these are mostly found in luxury hotels. 
2. Tap'dNY 
Tap'd NY is a new brand of bottled water where the contents are 
nothing more than New York City tap water! They don't even hide it, in 
fact, it's part of their brand ethos. The design of the bottle is simple and 
transparent, and features the pipelines reminiscent of the layered NYC 
skylines. The colors were chosen to be orange and blue, the same as 
those of the Flag of the City of New York. Credits for the concept and 
design are shared between "many people", according to Craig Zucker 
of Tapped Drinks. This is manufactured by, Tap'd New York, and is 
made from PET. The bottle is injection blow molded, offered in 10, 16 
and 20 oz bottles. It is targeted to middle and upper middle class people 
of New York, ages 14 and up, and is sold in convenience and grocery 
stores, and by street vendors in New York. It is unique because 
Tap'dNY is bottled water for the new age: an honest and local alterna­
tive for all New Yorkers. They purify and bottle New York City'S fa­
mous tap water, leaving out the malarkey and long distance journey in­
cluded in other bottled waters. 
Figure 11. Tap'd NY. 
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F i g u r e  1 2 .  1 / i t r e ™ .  
3 .  l l i t r e ™  
1 l i t r e ™ h a s c o m b i n e d t h e e l e m e n t s  o f e x c e p t i o n a l d e s i g n  a n d u n c o m ­
p r o m i s i n g  t a s t e  t o  c r e a t e  a  u n i q u e ,  s t a n d - a l o n e  p r o d u c t  w i t h  i n t e r n a ­
t i o n a l  a p p e a l .  T h e  c l e a n ,  c r i s p  t a s t e  c o u p l e d  w i t h  t h e  i n n o v a t i v e  a n d  
u b e r - c h i c  d e s i g n ,  m a k e  1  l i t r e ™  a  n a t u r a l  c o m p l e m e n t  t o  f i n e s t  r e s t a u ­
r a n t s ,  l u x u r y  h o t e l s ,  r e s o r t s ,  s p a s ,  c a s i n o s ,  m e e t i n g  r o o m s  e t c .  a r o u n d  
t h e  g l o b e .  I t  i s  m a n u f a c t u r e d  b y  1  l i t r e  b o t t l e  c o m p a n y ,  a n d  i s  m a d e  f r o m  
P E T ,  i n j e c t i o n  b l o w  m o l d e d ,  a n d  i s  o f f e r e d  i n  h a l f  a n d  f u l l  l i t e r  s i z e s .  I t  i s  
t a r g e t e d  t o w a r d  u p p e r  m i d d l e  c l a s s  t o  u p p e r  c l a s s  p e o p l e ,  a g e s  1 4  a n d  u p .  
I t  i s  s o l d  a t  t h e  f i n e s t  r e s t a u r a n t s ,  l u x u r y  h o t e l s ,  r e s o r t s ,  s p a s ,  c a s i n o s ,  
m e e t i n g  r o o m s  e t c .  a r o u n d  t h e  g l o b e .  I t  i s  u n i q u e  b e c a u s e  i t  i s  t h e  f i r s t  
b o t t l e  i n  t h e  w o r l d  t o  f e a t u r e  a n  i n t e g r a t e d  c u p .  T h e  p r o p r i e t a r y  d e s i g n  
h a s  b e e n  a c k n o w l e d g e d  a s  t h e  m o s t  f u n c t i o n a l ,  s o p h i s t i c a t e d  a n d  v i s u ­
a l l y  a p p e a l i n g  b o t t l e  o n  t h e  m a r k e t .  
4 .  A q u a f i n a  
A q u a f i n a  i s  a  p r o d u c t  b y  P e p s i  C o .  t h a t  i s  m a r k e t e d  i n t e r n a t i o n a l l y .  T h i s  
b o t t l e d  w a t e r  i s  a  s t a n d a r d  f o r  c o n v e n i e n c e  a n d  p o r t a b i l i t y .  T h e  c u s t o m  
s h a p e  o f  t h e  b o t t l e  i s  r e c o g n i z a b l e  a n d  a c t s  a s  a  b r a n d i n g  t o o l  f o r  
A q u a f i n a .  T h e  b o t t l e  i s  m a d e  f r o m  P E T  a n d  i s  i n j e c t i o n  b l o w  m o l d e d  i n t o  
a  p r o p r i e t a r y  c u s t o m  m o l d .  T h e  w a t e r  b o t t l e  i s  m a r k e t e d  t o  a  w i d e  t a r g e t  
m a r k e t  f o c u s i n g  o n  m i d d l e  c l a s s  f r o m  t h e  a g e s  o f  1 8 + .  T h i s  p r o d u c t  c a n  b e  
p u r c h a s e d  a t  m o s t  g e n e r a l  m a r k e t  s t o r e s  i n c l u d i n g  g r o c e r y  s t o r e s ,  c o n v e ­
n i e n c e  s t o r e s ,  a n d  r e s t a u r a n t s .  T h i s  b o t t l e  w a s  d e s i g n e d  a s  a n  e c o - f r i e n d y  
b o t t l e .  I t  r e d u c e s  t h e  a m o u n t  o f  p l a s t i c  u s e d  b y  5 0  p e r c e n t .  T h e  A q u a f i n a  
b o t t l e  w a s  t h e  i n d u s t r y ' s  l i g h t e s t  w a t e r  b o t t l e  a t  t h e  t i m e  o f  t h i s  s t u d y .  
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Figure 13. Aquafina. 
5. Malmberg 
Malmberg water is a fine mineral water collected from an artesian 
spring in southern Sweden. It is known for its low salt content, distinct 
intensity, and neutral mineral tone with a hint ofcarbonation. It comes in 
a few different bottles that can be made of glass or plastic. The bottles 
vary in sizes and include 25 oz., 16 oz., and 11 oz. 
The bottles are manufactured in Sweden and are made using different 
processes depending on the material of the bottle. The glass bottles are 
made using the narrow neck stretch and blow process and the plastic bot­
tles are made using the injection blow molding process. This product is 
targeted towards the health conscious naturalist that is looking for a re­
freshing sip of natural spring water. Something unique about this water 
is the location from which it comes and the hint of carbonation they add 
to it, giving the buyer a slight tingle upon consumption. This drink is 
sold primarily in Sweden but can be ordered through an online store. 
Figure 14. Malmberg. 
1 3 3  P a c k a g i n g  T r e n d s  f o r  B o t t l e d  W a t e r  
F i g u r e  1 5 .  3 6 0  P a p e r  B o t t l e .  
6 .  3 6 0  P a p e r  B o t t l e  
T h e  3 6 0  P a p e r  B o t t l e  i s  a n  i n n o v a t i v e  n e w  p r o d u c t  d e s i g n e d  a n d  m a n ­
u f a c t u r e d  b y  B r a n d  I m a g e .  T h e  p r o d u c t  i s  a  s i n g l e  s e r v e  p a p e r  w a t e r  b o t ­
t l e  w i t h  a n  i n n o v a t i v e  c a p  f e a t u r e  u n l i k e  a n y t h i n g  c u r r e n t l y  o n  t h e  m a r ­
k e t .  M a r k e t i n g  a p p e a l  f o r  t h i s  p r o d u c t  i s  t h e  s u s t a i n a b l e  n a t u r e  o f  t h e  
m a t e r i a l s ,  t h e  r e c y c l a b i l i t y  o f  t h e  c o n t a i n e r  a f t e r  u s e ,  a n d  t h e  s l e e k  m o d ­
e m  d e s i g n .  T h e  p r o d u c t  i s  m a n u f a c t u r e d  b y  s e a l i n g  t w o  h a l v e s  o f  s h e e t  
s t o c k  t o  a t t a i n  t h e  f i n a l  s h a p e .  T h e  p r o d u c t  i s  c u r r e n t l y  u n a v a i l a b l e  f o r  
r e t a i l  p u r c h a s e  i n  t h e  U n i t e d  S t a t e s ,  b u t  w o u l d  e v e n t u a l l y  b e  f e a t u r e d  i n  
h e a l t h - f o o d  s t o r e s ,  c o n v e n i e n c e  s t o r e s ,  a n d  g r o c e r y  s t o r e s .  T h e  t a r g e t  
m a r k e t  i s  e n v i r o n m e n t a l l y  c o n s c i o u s  a d u l t s .  
7 .  K O R  O N E  H y d r a t i o n  V e s s e l  
T h i s  t h o u g h t f u l  a n d  a t t r a c t i v e  b o t t l e  m a n u f a c t u r e d  b y  K O R  O N E ,  w a s  
F i g u r e  1 6 .  K O R  O N E  H y d r a t i o n  V e s s e l .  
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designed with the intention of encouraging consumers to reuse water 
bottles. The bottle is made with PET and is created by extrusion blow 
molding. The target audience is active individuals between the ages of 
18-50. The bottle was designed by One ofEastman and RKS design. The 
major goal of the bottle·is function and convenience. The bottle offers 
the ability to drink with one hand with the hinge snap cap. It has a wide 
mouth cap for easy fill. The mouth also offers enough room to fill the 
bottle with ice. This unique and innovative bottle design combines 
function and aesthetic appeal. 
8. Another Bloody Water 
Another Bloody Water is natural spring water that comes from the 
Victorian Alps. It is sourced from an aquifer 70 meters below the sur­
face, and is separate from ground water, like rivers and creeks so it 
does not take water away from the farmers. The water is possibly hun­
dreds of years old and is encased in rock granite, and its levels of the 
aquifer are constantly checked and has been confirmed to be renew­
able. 
The bottle shape is a proprietary design and unique to Another Bloody 
Water. It is manufactured in Australia, made from PET, injection blow 
molded, and offered in a variety of sizes-most popular are 12, 16 and 
24 oz sizes. The target market segment is middle to upper middle class 
people, ages 18-40. It is sold at general and convenience stores in and 
around Australia. The unique marketing features for this product is that 
the name and branding is blunt and to the point. The text is printed di­
rectly on the bottle for added visual appeal. 
Figure 17. Another Bloody Water. 
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F i g u r e  1 8 .  M a l m b e r g .  
9 .  B o x e d  W a t e r  I s  B e t t e r  
B o x e d  W a t e r  I s  B e t t e r  i s  a  m a n u f a c t u r e r  o f  b o x e d  w a t e r  o u t  o f  M i c h i ­
g a n .  T h e  p r o d u c t  f e a t u r e s  a  1 0 0 %  r e c y c l a b l e  p a p e r  c a r t o n  i n s t e a d  o f  t h e  
t r a d i t i o n a l  b o t t l e .  T h e  r e c y c l i b i l i t y  o f  t h e  c o n t a i n e r  a n d  t h e  f a c t  t h a t  e a c h  
c a r t o n  i s  m a d e  u s i n g  s u s t a i n a b l e  m a t e r i a l s  p r o v i d e  t h e  m a i n  m a r k e t a b i l ­
i t y  f o r  t h i s  p r o d u c t .  F o r m ,  f i l l  a n d  s e a l  c o n c e p t  i s  u s e d  f o r  m a n u f a c t u r e  o f  
t h e  p a c k a g e s  a n d  f i l l i n g  o f  t h e  p r o d u c t  w i t h i n .  T h e  p r o d u c t  i s  a v a i l a b l e  i n  
2 0  o z  a n d  1  l i t e r  s i z e s  a n d  i s  s o l d  a t  c o n v e n i e n c e  s t o r e s  a n d  g r o c e r y  
s t o r e s .  T h e  t a r g e t  m a r k e t  f o r  B o x e d  W a t e r  I s  B e t t e r  i s  e n v i r o n m e n t a l l y  
c o n s c i o u s  i n d i v i d u a l s  o f  a l l  a d u l t  a g e  r a n g e s .  
1 0 .  P i q u e  
P i q u e  w a t e r  b o t t l e s  a r e  " T h e  w o r l d ' s  f i r s t  w a t e r  t h a t  i n f u s e s  a  s p e c i a l  
F i g u r e  1 9 .  P i q u e .  
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blend of ingredients that reinvigorate tired minds and bodies with much 
needed vitamins and minerals." These eye catching bottles are designed 
by David Fung. They are made of glass using the narrow neck press and 
blow process. The target market for these bottles is made up of people 
who are looking for that extra energy boost but have a little more money 
to spend because ofthe glass bottles. Because ofthe appearance, they are 
targeting a more mature crowd instead of the young, edgy energy drink 
seekers. A unique marketing feature of these bottles is that they are made 
of glass. That gives the consumer a feeling of value and they feel like 
they are purchasing a high class product. 
